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The p r e s e n t work was c o n d u c t e d i n Lucknow and i s 
e n t i t l e d "A STUDY OF THE LEVEL OF MOVEMENT, AND 
CONSUMER PREFERENCE, OF DIFFERENT BRAINJDS OF TWO 
-IN-CNES IN VARIOUS PRICE RANGES". 
The b a s i c o b j e c t of t h i s s t u d y was t o h a v e an i n d e p t h 
i d e a of t h e v a r i o u s c o w p e t i n g b r a n d s of T w o - i n - o n e s cur* 
r e n t l y a v a i l a b l e i n t h e market# t h e p e r c e n t a g e s h a r e of 
e a c h , t h e i r f e a t x i r e s and t h e i r p r i c e , t o know e x a c t l y 
v ^ a t s e l l s . T h i s i n f o r m a t i o n h a s been made a v a i l a b l e 
t o t h e management of UPTRCN, > ^ i c h w i s h e s t o g o i n t o 
p r o d u c t i o n and m a r k e t i n g of T w o - i n - o n e s . I t i s hoped 
t h a t t h e i n f e r e n c e s a r r i v e d a t , and t h e s u g g e s t i o n s 
p u t f o r w a r d , wOuld b e b e n e f i c i a l and of some h e l p i n 
t h e d e c i s i o n making p r o c e s s . 
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Chapter I 
"THE CRGANISATICN" 
IIII n I I I I I I I I I I I I I I I I I I I I N H II 
The present study was conducted for the Marketiag 
department of UPTRC3N, during the months of Decenber 
1982 - January 1983, in the c i t y of Liicknow Before 
proceeding fur ther , here i s a b r ie f out l ine of the 
organisat ion i t s e l f . 
Name of the Organisations U.P. Elec t ronics Corporaticai 
Ltd . , (UPTRON) 
Address : lO-Ashok Marg 
Lucknow 226 OOl, 
Bate of Regis t ra t ion s 30th March 1974 
Place : Lucknow 
History : UPTRCN was incorporated in 
1974 as a subsidiary of PICUP 
and was delinked in 1976 t o 
function as an aatonomous body 
with the objective of promoting 
and developing e lec t ron ics in 
the s t a t e of U.P. Since then. 
y 
i t has established industrial growth 
centres at Panki (Kanpur), Raebareli, 
NOIDA, Saiiibabad, Sarojini Nagar 
(Lucknow) and hill regicn etc., besides 
floating four sxibsidiaries and fire 
joint sector coaapanies engaged ia the 
manufacture of a wide rauge of highly 
sophisticated electronic equipments 
and components. 
Nature of Businesss The company is engaged in the 
maiAuf actxire and also of a wide raoge 
of electronic products and coinponents. 
The following is a l i s t of products: 
a) Television receivers 
b) Tr an sister radios 
c) Electrolytic capacitors 
d) Computerised air-reservation system 
e) Temperature scanners 
f) Ground-water well loggers 
g) Radio comraimication equipnaent. 
y 
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Type of Organisation: UPTRCN i s a Public Limited Co-
mpany and a Govt, of U.P. undertaKing. 
Locatican of Ifei ts : The d i s t r ibu t ion of var ious un i t s 
of the organisation i s as under ; 
a) 2units in Urban areas 
b) 3units in Rural areas 
c) l un i t in Backward area 
Name ot Chief : Sr i B.K. Rai 
Executive 
Name of Chiet : Sr i G.K. Saxena 
Marketing Manager 
UPTOCN has been cont r ibut ing in i t s own way towards 
innovations and adapt ions . Foremost in these f i e lds are 
the following examples: 
Product Improvement: i ) UPTRCN came up wiJth the f i r s t 
Indian T.V. t o incorporate a b u i l t in 
votage s t a b i l i z e r . 
i i ) F i r s t t o introduce a highly sophi-
s t i c a t e d e l ec t ron i c s ground-water well 
logger Can import subs t i tu t ion i t en) • 
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i i i ) Another breakthrough i s the 
development of sequent ial event Recorder 
and Data Logging System. 
iv) Teradnal and data concentrator 
system for Ai r - Ind ia . 
Product Developments UPTRCN i s present ly engaged in the 
developnent of Dig i ta l Elec t ronics 
Exchaiige/InterccHi/EPABX, and colour 
T.V. Receivers . 
Quality Cont ro l / : Quality control i s exercised a t 
Quality of Servicg^^^ stage ot tne mautacttiring process, 
besides burn-in and ageing. For 
i n d u s t r i a l and Dig i ta l system products 
indluding process cont ro l equipment, 
100% inspect ion i s a l so done by the 
customer. Another aspect of perfection 
by the company can be seen shortly t h r -
rough introduct ion of qual i ty control 
goals for production personnel 
involved in manufactviring process . 
y 
6 
After Sales Service* The company has an es tabl i shed 
a l i - Indi .a a f t e r - s a l e s service network 
for the e n t i r e range of products . 
Other aspects of ifPTRCN can be seen in var ious other 
e f f o r t s which the company i s constant ly making. 
Foremost among them are as follows: 
Use of Local/Indigenous UPTOCN i s using local or i n d i -
Raw Material s 
genous raw material tor the raatiutacture 
of most of i t s products . The value 
Analysis Division i s continously workigg 
on these l i n e s . 
Import SubJstitution: By the progressive use of local or 
iadigenous raw mater ia l , UPTRCU has 
achieved a f a i r degree of import subs-
t i t u t i o n as well as modernisation. 
Exauiples introduct ion of a highly sop-
h i s t i c a t e d Elec t ronics Ground-Water 
well logger . 
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Modernisation : This i s a ccntinous process in 
a b i d t o update the premitive tech-
nology and i t has so t a r been Success-
tu l in a l l the t i e l d s . 
Example: modernised and technological ly 
advanced products in the t i e l d of 
computers and consumer Elec t rcnics 
products . 
Home-Delivery System: For the convenience of i t s 
customers, UPTRCN extends a home-
del ivery service t o >^erever or wnere-
ever they wish. 
Packing/Gift Packing: Proper packing i s a pa r t of the 
t rade deal with UPTRCN in a l l of i t s 
products." I t i s bel ieved tha t packing 
i s a v i t a l element in product offer . 
Spot Promotion/Display: UPTOCN banners have been 
displayed en almost a i l important 
occassions a l l over Ind ia , There has 
a l so been a display of products in a l l 
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important exhib i t ions and trade 
t a i r s a l l over the world. 
y 
Advertising i With the lowest adver t is ing expen-
ditiore per rupee value o± sales 
revenue, UPTRCN has been able t o crea te 
an a l l India brand awareness which 
i s comparable to other leading brands 
which had a lead of a t l e a s t 4 to 5 
yea r s . 
Dis t r ibu t ion Channels: Within a shor t period of 4 years 
UPTRCN has expanded from a small d i s t -
r ibu t ion set-up of approximately 20 
dealers t o an a l l India network^ 
comprising or 11 o t f i ces and more 
than J00 dealers , r e su l t i ng in a t en-
to ld increase in sa les turn-over . 
Marketing Research: UPTRCN i s prcba^ly the only T.V. 
company which has systematical ly 
introduced i t s production a t t e r 
thorough research i n t o consumer buying 
motivation on a geographically y 
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d l t i e r e n t i a t e d b a s i s . 
Pr ice Admin i s t r a t i en: I t i s a known fac t t h a t 
UPTRCN i s synonyraous with the ' t o s t 
E t t ec t ive I n s t i t u t i o n " UPffRCN prodiicts 
have the reputat ion of the bes t possible 
qua l i ty a t the lowest pr ice* Even 
a t t h i s highly competitive pr ice , 
UPTRON i s able to give a very a t t r a c -
t i v e margin t o the t rade , \*iich i s 
proof of i t s e t i i c i ency in a l l the 
areas of Marketing and Producti<Mi^ 
cos t c o n t r o l . 
This i s not r e s t r i c t e d t o consumer 
e l e c t r o n i c s items only, but a lso 
pervades in areas such as ccanputers 
and components. For example, UPTOCN 
was the poineer in introducing compo-
ents a t p r ices comparable to those 
of xjn-organised sector , and s t i l l give 
f a c i l i t y and service comparable t o 
the l a rge-sca le manufactures l ike 
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p h i l i p s and Ketron, v^ose proaxacts 
were i n some c a s e s , twice as expens ive . 
Th i s has r e s u l t e d in UPTRCN being the 
p r i c e l e a d e r in most of xhe p roduct 
l i n e s o f t e r e d by i t . 
Be to re rounding up on the o r g a n i s a t i o n i t s e l t , l e t us 
have a look a t i t s t i n a n c i a l s tanding s ince the l a s t 
J y e a r s ; 
ly81-82 1980-81 1979-80 
a) To ta l Investment 
( in l a k h s Rs.) 846.45 620.11 278. iiO' 
b) Total Turnover 
( in l a c k s Rs.) 1712.00 675.65 361.22 
c) Break-up of Sa l e s 
i ) Rura l Market i l% 10% 5% 
i i ) Urban Market 67.7% 90% 95% 
i i i ) Expor t s 1.3% 
^i'OO^J'^^Ok 
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C h a p t e r I I 
"THE RESEARCH PRCBLEM" 
000000000000000000000 
The company w i s h e s t o g o i n t o p r o d i i c t i o n and 
m a r k e t i n g of Tape r e c o r d e r cum T r a n s i s t o r s , commcnly 
knovffi a s T w o - i n - o n e s . I t h a s a l reac ty done a sta<3fy 
of t h e t e c h n o l o g i c a l f e a s i b i l i t y and now wSiits t o 
have aci i d e a of t h e m a r k e t f o r t h i s p a r t i c t i l a r 
p r o d u c t * The f o l l o w i n g s e t of i n f o r m a t i o n i s r e q u i r e d 
i n t h i s r e s p e c t ; 
a ) P e r c e n t a g e s h a r e of t w o - o n - o n e s w i t h n e s p e c t 
t o i t s c l o s e s t s u b s t i t u t e p r o d u c t v i z . Tape 
r a c o r d e r . 
b ) Y e a r l y demand of T w o - i n - o n e s and Tape r e c o r d e r s 
c ) Most a c c e p t a b l e s e l l i n g p r i c e f o r m o d e l s 
which have been d i f f e r e n t i a t e d i n t o " b a s i c " 
and " d e l u x e " . T h i s i n f o r m a t i o n i s n e e d e d w i t h 
a v i e w t o s u p p o r t t h e prfce f i x i n g by t h e 
12 
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company, vAiich h a s t o compete w i t h t h e p r e v a i l i n g 
m a r k e t p r i c e . 
d) D e t e r m i n a t i o n o r t n e c u r r e n t m a r k e t l e a d e r s 
i n t h e f i e l d of T w o - i n - o n e s . 
d) To s t u d y t h e f a c t o r s which a r e i m p o r t a n t t o r 
p o p u l a r i s i n g t h e r a s t moving b rau ids /mode l s 
i n t h e m a r k e t . 
In o r d e r t o o b t a i n t h e r e q u i r e d i n r o r m a t i o n i t i s 
s u g g e s t e d t h a t p r i m a r i l y , a d e a l e r s u r v e y b e c o n d u c t e d 
i n t h e c i t y of Lu(_Know. They s h a l l be a p p r o a c h e d w i t h 
a q u e s t i o m n a i r e and t h e i r r e s p o n s e s r e g a r d i n g v a r i o u s 
a s p e c t s of m a r k e t i n g ot T w o - i n - c n e s , be o b t a i n e d . 
Thus , t h e s t a t e m e n t of t h e r e s e a r c h p rob lem i s as 
t o l l o w s ; 
A STUDY OF THE LEVEL OF MOVEMENT, AND CCNSUMER 
PREFERENCE, OF DIFFERENT BRANDS OF TWO-IN-CNES IN 
VARIOUS PRICE RAi.>4GES. 
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C h a p t e r I I I 
T ^ QUESTIONNAIRE 
* * * * * * * * * * * * * * * * * 
The f i r s t s tep towards solut ion of the problem 
in hand, i s the bas ic design of the quest ionnaire , 
v^ich i s the primary means of obtaining the re levant 
information. I t has t o be designed in such a way t h a t 
the responses of the dea lers to each pa r t i cu l a r 
question may subs tan t i a l ly reveal the information 
t h a t i s requi red . 
As a-Lready s ta ted , the following information has t o be 
obtained from the dea l e r s ; 
1. Sales data t o help i n : 
i ) Project ing annual demand of Two-in-ones and 
tape r eco rde r s . 
i i ) determining the sa les r a t i o of Two-in-ones 
and Tape-recorders . 
II 
i i i ) analysing the market leaders in the f i e l d 
of Two-in-ones on the b a s i s of the most 
se l l ing brands/models. 
2. Most acceptable se l l ing pr ice for 
i ) Basic Models 
i i ) Del uxe Models 
I t may be noted here t h a t the demarkation ot Two-in-ones 
i n t o "basic" and "deluxe" models has been dene en 
the ba s i s or t h e i r f e a t u r e s . The basic models have 
only the e s s e n t i a l fea tures l i k e -
i ) a tape recorder 
i i ) a r ad io rece iver 
These models are very simple in design and are mostly 
produced by the unorganised sector* and only ca te r t o 
the "cheap" segment of the market. 
On the other hand* the deluxe models are more advanced 
and incorporate technological ly superior featxires, l i k e -
i ) Separate con t ro la for bass and t reb le 
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i i ) S^eep s w i t c h 
i i i ) Tape c o u n t e r ( d i g i t a l ) 
i v ) L i g h t E m i t t i n g D i o d e s (LED's) e t c . 
These mode l s a r e b e i n g p r o d u c e d by t h e o r g a n i s e d 
s e c t o r and i n c l u d e most of t h e r e p u t e d m a n u f a c t u r e r s . 
3« A s s i g n i n g p o p u l a r i t y f a c t o r s t o t h e m a r k e t 
l e a d e r s and o t h e r f a s t moving mode l s i n t e r m s of 
i ) P r i c e 
i i ) E x c l u s i v e f e a t u r e s 
i i i ) Q u a l i t y 
i v ) C o s m e t i c s (good l o o k s ) 
v ) A f t e r s a l e s s e r v i c e 
v i ) A d v e r t i s i n g e t c . 
I n c o r p a r a t i n g a l l t h e above m e n t i o n e d a s p e c t s , t h e 
q u e s t i o n n a i r e d e s i g n e d was a s shown u n d e r ' 
Q U E S T I O N N A I R E 
1 . Name of R e s p o n d e n t 
IS 
2 . 
3 , 
Address - - - - . - _ - - - - - - - - -
What are the main Entertainment E lec t ron ics 
items being dea l t by you ? (Please t ick) 
i ) Television -
l i ) Two-in-one 
i i i ) Tape recorder ••« 
iv) Stereo system ••< 
v) Tr an s i s t e r r ad io 
4 . If Two-in-ones and Tape recorders are one of 
yoiar main sale items, wfcich of them accoxmts 
for more sa les turnover ? 
i ) Two-in-ones . . . 
i i ) Tape recorders 
( ) 
( ) 
5 . How many Two-in-ones/Tape recorders have you 
sold in the cur ren t year 1982 ? 
i ) Two-in-ones . . . 
i i ) Taper recorders 
C ) 
( ) 
Kindly give below the breaik-mp of the t o t a l 
sa les of your Two-in-ones in basic and deluxe 
models. 
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i ) Reputed b rands l i k e - Bas ic Deluxe 
a) Phi l i p s 
b ) Murphy 
c)Bush 
d)Nelco 
e)Westcn 
f ) T e l e v i s t a 
i i ) Local b rands Bas ic i^l t ixe 
a) 
b) 
c) 
7 . In your opinion, what i s the most accep tab le 
p r i c e for TwO-in-ones with 
i ) Basic f a c i l i t i e s 
a) Below Rs. 850 ( ) 
b ) Rs. 851 t o Rs. lOOO ( ) 
c ) Rs. lOOl t o Rs. 1200 ( ) 
d) Rs. 1200 t o Rs. ijOO ( ) 
IS 
i l ) Spec ia l t a c i l i t i e s (Deltixe models) 
a) Rs. lOuO to Rs. 1300 
b) Rs. IJOI to Rs. 1600 
c) Rs. 16U1 to Rs. 1800 
d) Rs. 1801 to Rs. 2000 
e) Above Rs. 2000 
8, •Which, according t o you, i s the most popular 
model in the b rands l i s t e d belows 
Brand 
a) P h i l i p s 
b) Murphy 
c) Bush 
d) Nelco 
e) We ston 
f) T e l e v i s t a 
g) 
h) 
Model R e t a i l P r i ce 
Which ot t h e u n d e r l i s t e d r a c t o r s do you th ink 
a re r e s p o n s i b l e for i t s p o p u l a r i t y ? 
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i ) Price 
i i ) Exclusive features 
i i i ) Good looks 
iv) Good quality • 
v) Excellent after sales service .. 
vi) Advertisement ••«. 
20 
C h a p t e r IV 
"THE SURVEY SAi-iPLE" 
I i I I I I I I I I I I I I I I I 
The survey sample has t o be chosen from among the 
operating dealers of Entertainment Elec t ronics items 
in the c i t y of Lucknow. At present , thefs are about 
for ty (40) dealers represen ta t ive ot small, medium and 
large sized ones. They are d i s t r i bu t ed a l l over the 
c i ty / but the most concentration i s seen in the market 
cen t res of e l ec t ron ic s goods. 
Sample-Size A t o t a l of eighteen (18) standard 
dealers d i s t r i b u t e d a l l over the c i ty* 
Santple di s t r ibu t ion '• The following i s the area wise 
d i s t r i b u t i o n of the sample. 
a) Janpath. This i s the most fashion-
aple shopping cent re of Lucknow 
I t i s an unaergroiond market and 
houses the most exclusive shops of 
consumer commodities. I t has foiirC4) 
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large dealers of electrcjnics goods, 
and a l l o± them tormed par t of the 
survey sample. 
b) Bisheshar Nath Road- This i s a 
market which houses about twelve t o 
f i f teen dealers of e lec t ronic items, 
bu t the majority i s composed of small 
dea l e r s . From t h i s cent re , the 
t o t a l numoer or respondents chosen 
were three large dealj^ers. 
c) Lalbaqh- This i s a market of 
e l ec t ron i c s items and houses some 
very standard dea l e r s . I t i s 
adjacent to the Haeratganj area and 
a l o t of shopping i s done here . 
The number of respondents chosen 
from here are four standard dea le r s . 
d) Naka Hindola- This i s the most 
busy and bus t l ing market for 
e l ec t ron ic goods. I t houses arovuad 
Z2 
twenty dealers but most of tnem 
are small and ca te r t o the lower 
income group of consumers. The 
standard dealers ccaitacted here 
were five in nuirber. 
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C h a p t e r V 
"THE SURVEY" 
B e f o r e g o i n g o u t i n t o t h e m a r k e t and o r t u a l l y 
c o n t a c t i n g t h e men I n t h e t r a d e . I t i s n e c e s s a r y 
t o have an I d e a of t h e c o n d i t i o n o t t h e m a r k e t , 
t h e r e l e v a n t I n d u s t r y and t h e o t h e r f a c t o r s t h a t 
a r e i m p o r t a n t t o r t h e m a r k e t r e s e a r c h e r . T h e r e f o r e 
t h e s u r v e y h a s been d i v i d e d i n t o t h e f o l l o w i n g ; 
1) DesK R e s e a r c h 
2) Marke t R e s e a r c h / D e a l e r s u r v e y throxigh 
que s t i onn a l r e 
i ) I n f o r m a l d i s c u s s i o n s w i t h men c o n n e c t e d 
w i t h t h e t r a d e . 
1 . Desk R e s e a r c h : The main c o n s i d e r a t i o n i n t h i s 
r e s p e c t i s t o have an i d e a of 
t h e r e l e v a n t i n d u s t r y . Based 
on t h e f i e l d s u r v e y r e p o r t s , 
i t was found t h a t t h e t o t a l 
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production of TwO-in-ones and 
Tape-recorders in India between 
Jauiuary and Decernber 1982 was 
estimarted to be approximately 1.1 
mil i icn nuntoers. This estimate 
taKes in to account both the 
organised and small-scale sec tor . 
The average growth ra te of the 
inaust ry i s around 5-6/o. 
The share in proauction i s aroiind 
80 percent for Tape-recorOers 
and 20 percent for Two-in-ones. 
Furthermore, the Tape-recorder 
prouuction met about 60-7 0 
percent of the t o t a l demand 
whereas Two-in-one production 
has met around 4 0 percent or the 
t o t a l demand tor the product. 
The most se l l ing brana i s Bush, 
followed by P h i l i p s . Otner 
important se l l ing brancis are 
•Weston^Nelco, Murphy, Televis ta 
Crown e t c . in the organised sector . 
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The actual demand in 1982 for 
Tape-recorders was around 1.J5 sai-
H i on murribers, and tha t of Two-
in-ones was around .55 million 
nunbers. Considering the indus-
t ry growth r a t e t o remain at 5 
percent , the projected demand 
figure for 198j (Jaaiuary to 
Decentoer) i s around 2 million 
numbers. 
I t i s a lso observed tna t there has 
been a sh i f t in buyer behavioral 
pa t tern as t a r as Two-in-ones and 
Tape-recoraers are concerned. 
Reeference for Two-in-ones i s on 
an increasing t rend while t h a t 
of Tape-recorders i s decreasing. 
2. Dealer Sxorvey Through Questionnaires Stanaard 
dealers of Entertainment Electronic 
items were contacted in the various 
market cent res of LucKnow. They 
2S 
were approached with a quest io-
nnaire and the i r responses 
regarding various aspects of 
sa les of Two-in-ones were noted, 
down. The data thus cSDtained 
T<aa tabuated and on the bas i s of 
comparative ana lys i s , ctoserva-
t ions were made regarding the 
following; 
(i) Demand of Two-in-ones in Liacknow 
( i i ) Sales r a t i o of Two-in-ones and 
Tape-recorders 
( i i i ) Most acceptable se l l ing price* 
range tor Two-in-ones in Basic 
and Deluxe modiels. 
Civ) Ranking of d i f fe ren t brands of 
Two-in-ones in terms of Consumer 
Preference 
(v) Determining pr ice range of a l l 
the f a s t moving models of TwO-
i n - C T i e s 
(vi ) At t r ibu t ing popular i ty factoxs 
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t o the most pretered brands in 
terms of Pr ice, Quality, Exclusive 
fea tu res . Cosmetics, Advertisement, 
Brand Image e t c . 
Tabulation of Data: The data v^ich was obtained from 
dealers by means of the questionnaire 
has been taouated on a question-
wise bas i s , so as t o f a c i l i t a t e 
re fe rence . 
3. Observation Based on Discussions: Apart from the 
responses to the quer is in the 
quest ionnaire, the dealers and other 
men who are connected with the 
t rade , gave t h e i r viewfe and opinions 
aoout other aspects of the market 
of Two-in-ones. Thtey have been 
c l a s s i f i e d as follows; 
a^  In the year 1981, the sales 
r a t i o of Two-in-ones and Tape r ec -
orders was about ^0:7 0, which has 
changed to approximately 40:60 
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in 1982. This i s on a changing 
pat tern and in 1983 i t i s expected 
t o stand a t about 5U:50, 
b) Qeluxe models are more preferred 
as compared to basic models. 
c) The manufactureFGtend to g lu t 
the market by re so r t ing t o an 
increase in r e t M l o u t l e t s . This 
leads t o competitive se l l ing and 
consequent undercutting in dealers 
margin. The preterence for the pro-
duct which i s displayed a t every 
ou t l e t goes down and the consumers 
tend t o s t a r t li>oking ror the 
"exclusive"product -one v^ich has 
a few standard dea l e r s . In t h i s 
respect^ the dealers policy of 
Ph i l ip s was pra ised because Ph i l ips 
i s the only manufacture which has 
exclusive dea l e r s . 
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d) Advertisement support i s 
found to be n®i-exis tent or 
negl i t f lb le . This i s a factor 
which a l l the dealers and shop-
keepers feel i s lacking. I n i t i -
a l ly there was much promotion 
through v isua l and audio-visual 
pub l ic i ty , but now i t has been 
reduced d r a s t i c a l l y . AcJvertise-
ment support i s maximum for 
Weston, followed by Bush and 
P h i l i p s . , in the present -context* 
e) Dealers margin i s fixed by the 
manufacturer a t around jO percent* 
but the actual reduces to about 
7-l0 percent . The dealers feel 
t h a t i t would be b e t t e r in the 
i n t e r e s t s of the manufacturer 
and the r e t a i l e r i f the r e t a i l 
pr ice was fixed by the manufac-
t u r e r . Thiswould prevent the 
under-sel l ing and under cut t ing of 
t rade margin. 
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f) The f ac to r s respcnsible tor moti-
irating a dealer for pushing a part icu-
la r brand, in order ot preterence, i s 
as to l lows: 
(i) Customer demand 
( i i ) Personal terms with manufacturer 
( i i i ) Q u a l i t y of the product 
(iv) Higher promotion ot the brand 
(v) Incent ives and Bonus offered by 
the c omp any 
(vi) Payment terms. 
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Chapter VI 
"THE imrh ^ALYSIS" 
The next s tep tha t we have t o take a f te r obtaining 
a l l the re levan t data i s t o ass imila te i t in a coherent: 
manner and on the ba s i s of analys is , char t out the 
required aad log ica l decisions t ha t should be taken. 
In the case of t h i s dealer survey, there have been, 
apart from the responses in the quest ionnaire , 
discussions with men connected with the t rade ana 
who haa a wealth of knowledge to con t r i bu t e . Their 
views and opinions are as much a matter of importance 
as those of the dealers who have a d i r e c t contact 
with consumers and consequently a t t a in a t i r s t - h a n d 
information which i s of such v i t a l importance to 
the market researcher . 
The data analysis has been done in a step-wise manner. 
F i r s t l y , observation have been made by taking in to 
account the responses of dealers to the quest ionnaire . 
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Seccndly, the discussions with other men connectea 
with the re levant industry and trade have a l so been 
taken i n t o account* 
Observation based on dealer sxirveys 
The t o l l Owing are the observations on 
the b a s i s of responses by the dea le rs ; 
i ) Nearly a l l the dealers of E n t e r t a i -
nment Electronic items in LucXnow 
are se l l ing both Two-in-ones and 
Tape-recorders of 4 or 5 d i f ferent 
brands . In t h i s respect i t may be 
added tha t the break-up of brands 
i s such t h a t the dealers display 
almost proport ionate niiinber of 
models of both the organised ana 
small . Scale sec to r . In some cases 
the "cheap" se t s proauced by the 
un-Organised sector are also d i s -
played but are usually sold off 
t o the customer who i s out to look 
for a cheap s e t . 
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i i ) All the dealers who were contacted 
agave the information t h a t the 
saxes of Two-in-ones are compara-
t i v e l y lower than those of Tape-
recorde r s . The sa les r a t i o i s 
present ly 40:60, but the sa les of 
Two-in-ones are showing an upward 
t rend and i t i s expected tha t in 
the coming year, they shal l a t t a in 
a major share of the indus t ry . 
Present ly , the reasons assigned t o 
the higher sale of Tape-recorders 
i s t h e i r easy a v a i l a b i l i t y and a 
comparatively 3ower p r i c e . 
i i i )Consider ing t h a t the average dealer 
s e l l s 8-10 Two-in-ones per month, 
i t can be infer red t h a t the demand 
tor t h i s product i s wholesone ana 
there i s scope tor market entry of 
a new prodiact. 
iv)As t a r as tne most acceptable pr ice 
range of Two-in-ones having basic 
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features i s concerned, the following 
observations have been mades 
a) 44% of the respondents suggested 
the price range of Rs. 850 - Rs.iOOO. 
b) 66% of the respondents sxjggested 
. the price range of Rs. 1000-Rs.i200, 
Therefore, the ideal selling price, v^ich the consumers 
are willing to pay tor a Two-in-one wxth basic features 
should be betM*een Rs. lOOO and Rs. 1200. 
v) For the deterndnatien of the most 
acceptable price-range for TwO-in-one» 
having delxixe features, the following 
observations have been taken into 
acco\jnt. 
a) 6^.5% of the dealers sviggested 
that the ideal selling price would 
be Rs. 1600 - Rs. 1800. 
b) 44.5% of the dealers suggested that 
^ AlADl^g^^JSv ^^^ ideal selling price should be 
between Rs. 1800- Rs. 2OOO. 
«e-
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Therefore, tfie suggested ideal- pr ice tor a Two-in-
one having deluxe t ea tu res can be betTi*een Rs. 1600-Rs. 18oo< 
vi ) All the dealer^were questioned 
with respect to the market leaders 
in the f i e l d of Two-in-ones. The 
following observations are made in 
t h i s regard. 
a) Majority of the respondents 
s t a t ed that Bush models are 
ranked f i r s t in terms of sa les 
and consumer preference. 
b) In terms of consumer preference 
the Weston models are ranked 
second, on the b a s i s of t he i r 
r e l a t i v e l y more acceptable pr ice 
as compared to those of P h i l i p s . 
c) In terms o± qual i ty , the models 
of Phi l ips are ranked hignest , 
but they ao not s e l l in the 
same numbers as Bush^ because of 
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a s u b s t a t i a l pr ice d i t r e r ence . The 
Ph i l ip s models are present ly the highest: 
pr iced in the market. 
v i i ) Dealers \rfere a lso asked t o assign the 
reasons for tne popular i ty of d i t t e r e n t 
brands of Two-in-ones cur ren t ly avai lable 
in the market* Based on t h e i r responses 
the following observations have been made 
a) BUSH T h i s bracid o t T w o - i n - o n e s 
h a s a t t a i n e d c o n s u d e r p r e f e r e n c e on t h e 
b a s i s of ; 
R e a s o n a b l e p r i c e 
Brand a w a r e n e s s 
Good q u a l i t y 
Adequa te p romot ion 
b) WESTCN . . . . This brand of Two-in-ones 
are popular on the bas i s of; 
Brand image 
After sa les service and foot-proof guar- ' 
antees (replacement of defective sets) 
Afterdable pr ices 
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c) PHILIPS . . . . The tollowing t ac to r s 
are assigned t o tne d i t i e r e n t raodels 
of Two-in-cnes of the brand; 
Brand Image/ which exceeds t h a t of 
any other bra^^d 
Customer preference in terms ot 
long- l i fe expectaticy trom the product 
Higher pr ice raxige a turac t s the 
higher income groups of consumers. 
v i i i ) Apart from these three reputed 
brands of Two-in-ones, the other con^^ 
e t ing and viell known brands which 
are avai lable in the market are as 
l i s t e d belows 
Murphy 
Nelco 
Te lev i s ta 
C r O v ^ 
Conic 
Cony 
Seusor 
41 
The small scsle and xonorgaiiised 
sector procuces and markets the 
t o l l Owing brands: 
Me r l tone 
Challenge 
Pioneer 
Akai ( local) 
National ( I l ea l ) 
Riviera 
These s e t s are produced tor the lower 
income group of consvimers and broa-
dly f a l l in the pr ice range of 
Rs. 5t)0 - Rs. 850. 
ix)Fur ther information was provided by 
dealers regarding the market t rend 
and buyer oehaviour 
a) The middle and uppoer middle inccane 
group of consumers prefer the 
reputed brands of two-in-cxies. They 
are having some knowledge about the 
prodiict and are motivated by brand 
12 
and qua l i ty f a c t o r s . 
b) The lower income,groups cons t i tu t ing 
mainly of i l l i t e r a t e consumers, do 
not have brand preterences but are 
cued by the pr ice t a c t o r . This 
segment of the market cons i s t s of pan-
wallahs, roadside t e a - s t a l l owners and 
v i l l a g e r s . 
c) Sales of Two-on-ones of local and 
cheap brands are seen t o increase 
during the harvest season, when the 
ru ra l customer ccxnes to town. 
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Cha t ) t e r V I I 
"THE SUGGESTIONS" 
B a s e d upoa t h e p r a c t i c a L atucLy a a d a a a l y s t s o t d a t a * 
t h e company h a s been g i v e n s u g g e s t i o n s which t h e 
management m igh t i n c o r p o r a t e i n i t s d e c i s i o n - m a k i n g 
p r o c e s s . As h a s a l r e a d y been s t a t e d , t h e t e c h n o l o g -
i c a l f e a s i b i l i t y r e p o r t h a s been sv ibmi t ted e a r l i e r on 
b u t t h a t i s beyond t h e p u r v i e w o t t h i s r e s e a r c h . I n 
t h i s s t u d y v a r i o u s m a r k e t i n g a s p e c t s have been t a k e n 
c a r e of and s u g g e s t i o n s r e g a r d i n g t h e s e s h a l l be 
t a k e n up i n a s t e p - w i s e manne r . 
1 , Marke t F e a s i b i l i t y ? S i n c e t h e r e h a s been a r e c e n t 
s i x i t t o t p r e f e r e n c e t o w a r d s Two-
i n - o n e s t h e demand f o r t h i s 
p r o d u c t h a s i n c r e a s e d and i s 
e x p e c t e d t o i n c r e a s e f u r t h e r . 
C o n s e q u e n t l y , i t i s a d v i s a b l e t h a t 
a new, d i f f e r e n t i a t e d model of 
Two- in -one be l a u n c h e d by UPTRCN. 
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Further/ i t i s seen tha t the 
industry has not been able t o 
match supply with demand. This 
gap can very p r o t i t a b l e be f i l l e d 
by UPTRCN, v*iich i s the picaeering 
e lec t ron ic manutacturer in the 
s t a t e . 
2. Product Features : As regards the product features 
tha t are acceptable t o the 
consumers and should be included 
are ; 
a) An exclusive cabinet , prefer -
ably imported t o give the product 
a cosmetic appeal . This feature 
i s ot prime importance and most 
of the fas t moving brands nave 
t h i s fea tu re . According to the 
respondents, the good looks of 
the product motivate buying beha-
viour to a very large ex t en t . 
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b) Quality of the components should 
be ot a high s tanaard. The most 
common complaint in the ex is t ing 
brands which have a cosmetic 
appeal# i s tha t the qual i ty ot the 
components i s not matchea w-j-th 
the looks of the product* Conse-
quently the reputa t ion ot the 
product would be a t stake if the 
components were not of a very 
high qua l i ty . 
c) Product modification should 
be done to give i t a d i f f e r e n t i -
ated look. For a new product 
backed by the well known name of 
UPIRCN, i t i s suggested tha t the 
conventional black colour may be 
replaced by the " a l l -ma ta l l i c " 
13)Ok, and the size be made of 
more portable spec i f i ca t ions . 
3 . Operative Features* Ther are not many innovations 
t h a t the exis t ing technology can 
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afford to incorporate in such a 
p r i c e - e l a s t i c product as a Two-
in-one, bu t considering the poss-
i b i l i t i e s , the following operative 
fea tures should be included in 
a deluxe model? 
a) Cue system ot Fast Fourward and 
Rewind, tha t allows the "play" 
switch to be engaged even \i^ile 
the FF/REW but tons are being 
pressed. This feature i s included 
in a l l the imported se t s and most 
of tne tast-raoving Indian models. 
b) Other regular fea tures l ike 
auto-stop, tape-counter , condensed 
microphcme, ana pause-switch t o 
be included. 
c) A s te reo output and double 
speakers with an auxi l iary output 
for external amplifier i s the 
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factor t ha t would di t j .e rent ia te 
the product from the coramcaaly 
avai lable models. 
d) A 3-band rad io i s more prefe-
rable than a 2-bana one. 
4. Pricing '• Pr ice of the product should i t e 
be in the range of Rs. 160u to 
Rs, 1800. This i s the price range 
'd^ich would help in a t t a in ing 
a sizeable market share trora 
conEting brands l ike Bush, 
Weston, Ph i l ips which roughly 
l i e in the pr ice "range of Rs,1600 
to Rs. 2200. 
5 . Dealer Policys Most manufactxirers allow a t rade 
margin of jO% t o t he i r dealers , 
but blue t o competition and vmaer-
cu t t ing , the e f fec t ive margin 
i s reduced to 7% to 10%. 
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In t h i s regard, the following 
suggestions are being put forward 
so as to have an effect ive dealers 
pol icy; 
a) Only se lected dealers be 
chosen as r e t a i l o u t l e t s . Tehy 
should be a i s t r i b u t e d in such a 
way tha t concentrat ion i s avoided 
in pa r t i cu la r cen te r s , to avoid 
competitive se l l ing and consequent 
undercutting in r e t a i l prices* 
b) If there i s a var ia t ion in 
r e t a i l pr ice of the product due 
t o undercutting a t var ious r e t a i l 
©utlets,. i t s image and reparat ion 
su r f e r s . Therefore i t i s most 
important tha t pr ice s tandardisat ion 
be entorced a t a l l r e t a i l o u t l e t s . 
6. jQuaxity Control : UPTRCN enjoys a very good repu-
^ t a t ion as far as qual i ty of i t s 
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products i s ccncerned. This has 
been achieved through s t r i c t 
qual i ty control at a l l l eve ls in 
the Television ana Capacitors 
f a c t o r i e s . Theretore i t i s 
sxiggested t h a t a s imilar standara 
be maintained tor the Two-in-one 
producticn. 
7 . Atter Sales Service: This i s a t ac to r which i s most 
important as t a r as post-purchase 
sa t i s fac t ion i s concerned. And 
t h i s i s the area where not s a t i s -
f ied w-Lth the manufacturers. With 
the excepuion ot Weston, a l l the 
other braxids of Two~in-ones do 
not have a very high staiiaard of 
a l t e r - s a l e s se rv ice . 
In t n i s regard, the t o l l owing 
quggestions are being put forward 
for management's cons idera t ion; 
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a) Ensure a s t r i c t guarantee 
per iod. In most of the brands, 
a period of one year i s given 
as guaraiitee. On the ba s i s of 
gooa qual i ty con t ro l , UPTRCN can 
increase t h i s guarantee period 
by six months. All defects 
a r i s ing in the product during 
t h i s period be dealt)! with promptly. 
b) Prompt replacement ot s t t s 
t ha t show any major manufacturing 
detect or 
c) MOTiey-back guarantee, if the 
customer i s not s a t i s f i e d 
8. Promotion: Promotion of the product should 
be done heavily in order to 
c rea te awareness ajjout the prod\ict» 
There i s a fa i r degree of Brand 
Awareness among consvimers and 
UPTRCN also enjoys a good brand 
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image on the b a s i s ot i t s good 
qual i ty T.V« se t s which are cu r r e -
n t l y the lowest pr iced in the Warket-
The "cos t - e t t ec t ive i n s t i t u t i o n " 
image i s very important for promo-
t ion of Two-in-ones, wnich i s a 
p r i c e - e l a s t i c proauct . According 
t o dealers , the customers tends 
t o choose tha t Grand which has a 
good image and i e a l so ot a cc«n-
para t ive ly lower p r i c e . This i s 
the reason vUny Bush s e l l s more than 
any other brand of Two-in-ones. 
